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ABSTRACT 
 
The purpose of this thesis was to study the service brand of The Copper 
Pig Bbq House restaurant and how to enhance the service brand internal-
ly. The main goal was to determine how the owner and the employees see 
the service brand at the moment and how it could be enhanced in the fu-
ture.  
Ideally, successful branding leads to positive results: increased profit, 
more satisfied and loyal customers, and motivated employees who deliver 
the best service when they know the values and goals of the corporate 
brand. Consequently, it is important to brand services. In the knowledge 
base, I defined the term service brand, what it means to a company and its 
customers, and described how internal branding affects the work commu-
nity. 
I chose qualitative interviews as my research method. The interview with 
the owner was conducted by one-on-one interview and the employees’ 
interviews were sent to them by email. The results are divided in four dif-
ferent themes. All in all, I conducted ten interviews. 
The key finding of the research was that the brand has not yet been de-
fined properly and that is why internal brand building has not been as con-
sistent as it could have been. Nevertheless the interviewees were able to 
recognize important brand values and tools that are used to communicate 
the brand. The results gave a good idea of the brand building process and 
how to enhance the internal brand. Based on the results I present ideas 
for how they could enhance the brand in the future. Staff meetings should 
be more regular than they are now, and managers could send a monthly 
message through email or Facebook to inform about new products and 
upcoming changes and events.  
 
Key words: Service brand, internal branding, brand enhancement, qualita-
tive research 
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TIIVISTELMÄ 
 
Tässä opinnäytetyössä tutkin The Copper Pig Bbq House -ravintolan pal-
velubrändiä ja kuinka sitä voidaan kehittää työyhteisössä vahvemmaksi. 
Tarkoituksena oli selvittää, kuinka työpaikalla ravintolan brändi ymmärre-
tään ja kuinka työyhteisön sisäistä brändäystä voidaan jatkossa kehittää.  
Onnistuneella brändäämisellä on parhaimmassa tapauksessa erittäin posi-
tiiviset vaikutukset liiketoiminnalle: liikevaihto kasvaa, asiakkaat ovat tyyty-
väisempiä ja uskollisempia, ja myös työntekijät viihtyvät paremmin, kun he 
tuntevat ravintolan brändin arvot ja tavoitteet. Tämän takia on tärkeää, että 
myös palveluyrityksiä brändätään. Tietoperustan toisessa luvussa käsitte-
lin brändiä ja brändäystä palvelutuotteen näkökulmasta ja kolmannessa 
luvussa perehdyin sisäisen brändäyksen merkitykseen ja sen vaikutuksiin 
työyhteisössä. 
Tutkimusmenetelmänä opinnäytetyössä käytin laadullista menetelmää, 
teemahaastattelua. Teemahaastattelut ovat toteutettu niin henkilökohtai-
sena haastatteluna kuin sähköpostihaastatteluina. Haastateltavia oli yh-
teensä kymmenen, joista yksi oli ravintolan omistaja ja muut ravintolan 
työntekijöitä.  
Tutkimuksen tulokset osoittivat, että ravintolan brändiä ei ole vielä määri-
telty kovin tarkasti, minkä takia ravintolan työympäristön sisäinen brändäys 
ei ole ollut tarpeeksi johdonmukaista. Kuitenkin niin omistaja kuin työnteki-
jä osasivat määritellä heille tärkeitä brändin arvoja ja kertomaan, kuinka 
brändin viestintä tapahtuu työyhteisössä tällä hetkellä ja kuinka sitä voisi 
parantaa. Tulokset antoivat kuvan ravintolan tämänhetkisestä brändäys-
prosessista ja siitä, kuinka he voivat jatkaa brändäämistä työyhteisössä ja 
kehittää sitä vahvemmaksi. Tulosten pohjalta esitin konkreettisia ideoita 
sisäisen brändin kehittämiseen. Työntekijöiden tapaamiset ja koulutukset 
olisi jatkossa järjestettävä säännöllisin väliajoin ja uusista tapahtumista, 
muutoksista tai tuotteista voidaan ilmoittaa joko Facebookin tai sähköpos-
tin välityksellä. 
Asiasanat: palvelubrändi, sisäinen brändäys, brändin kehittäminen, laadul-
linen tutkimus 
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 1 INTRODUCTION 
The commissioning party of my thesis is a restaurant in Northern British 
Columbia, Canada, called The Copper Pig Bbq House. I was part of the 
restaurant’s opening team when the restaurant first opened its doors in 
December 2012. I worked there as a server for six months and it taught 
me a lot about the restaurant and service industry. I always valued the res-
taurant’s strong business idea, its values and the way they do things. That 
is why I wanted to have this restaurant as the commissioning party for my 
thesis.  
After deciding on the commissioning party, it was soon clear that this the-
sis would focus on the restaurant’s brand and how to enhance it. After var-
ious ideas and conversations it was decided that researching the brand 
through employees’ perception would be the most useful study for the res-
taurant.  
1.1 Thesis objective and research questions  
In this thesis I defined the term service brand and what kind of influence 
employees have on internal brand building. The empirical study consisted 
of finding out how the restaurant’s brand is seen from the employees’ per-
spective and how to enhance the brand internally at The Copper Pig Bbq 
House and what kind of improvements they can make in the future. The 
research questions are:  
 How do the owner and the employees of the Copper Pig Bbq 
House understand the restaurant’s brand and what adds val-
ue to it? 
 How to enhance the brand internally to deliver better service 
in the future? 
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1.2 Company introduction: The Copper Pig Bbq House 
The Copper Pig Bbq House (TCP) is a privately owned casual barbeque 
restaurant in downtown Prince George, British Columbia, Canada. It first 
opened its doors in December 2012 and is the first barbeque restaurant in 
town. For the past two years it has offered lunch, dinner and many events 
for the residents of Prince George. (Appendix 3 & 5.) 
The whole business idea is built on the idea of doing something positive 
for downtown and targeting the people who “were already downtown”, 
employed 25-45 year-olds. The idea of barbeque came shortly after the 
target market was decided. The owner of the restaurant thought barbeque 
was a good choice for business people and everyone else too. (Burbee 
2015.) 
The idea was not just to start a restaurant but to do something positive for 
downtown of Prince George. “We want to contribute and give profits back 
to our community” sums up the business idea that not only includes 
providing bbq food, cocktails and beer but also supporting local business-
es and serving as much local food and drinks as possible (The Copper Pig 
Bbq House 2015b). The Farm-to-Fork -program (Appendix 4) enables the 
restaurant to work directly with local farmers and merchants and to serve 
local ingredients to its customers (The Copper Pig Bbq House 2015a). 
Their “BC only” beer menu now offers 40 different beers that are only from 
breweries in British Columbia (The Copper Pig Bbq House 2015c).  
The menu specializes in smoked barbeque meals that are all prepared in-
house and from scratch. All of the served meats are cured, marinated and 
smoked from several hours up to 10 days. (The Copper Pig Bbq House 
2015a.)  Distinctive food menu items include ribs, beef brisket, and share 
items such as different barbeque platters and smaller share items (The 
Copper Pig Bbq House 2015e). 
The restaurant pays attention to sustainability and eco-friendly actions. 
They recycle and use eco-friendly and energy efficient equipment that are 
purchased from local businesses. The Copper Pig Bbq House was there-
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fore nominated for Earth Day Canada’s Small Business Hometown Heroes 
Award in 2013. (The Copper Pig Bbq House 2015d.) Candidates for this 
category must for example “demonstrate outstanding environmental lead-
ership, innovation and benefits beyond their products and/or services” and 
include environmental planning to their long-term business model (Earth 
Day Canada 2015).  
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2 BRANDING IN SERVICE ENVIRONMENT 
The understanding of the term ‘brand’ has varied for decades and contin-
ues to evolve depending on perspective. At a basic level a brand can be 
anything associated with a certain product or service (Ind 2005, 3). Brand 
can be seen from the customer perspective or from the brand owner’s per-
spective (Wood 2000, 664). In the customer’s perspective, brand is often 
defined as an image, something intangible in customers’ minds about the 
company’s promise and trust. It also includes customers’ emotions to-
wards the company. (Davis 2000, 4.) The main purpose of a brand is dif-
ferentiation (Wood 2000, 664). 
This chapter focuses on defining service brand and terms like brand equity 
and customer value that are important when talking about service brand-
ing. They define why it is important today for service companies to build a 
strong brand and what kind of value customers get from making purchas-
ing decisions based on brands. When service companies understand the 
importance of brand building, they gain better understanding of their cus-
tomers and both sides benefit from it.  
2.1 Service brand 
The American Marketing Association (AMA) defines a brand as ”a name, 
term, design, symbol, or any other feature that identifies one seller's good 
or service as distinct from those of other sellers" (AMA 2015). The AMA’s 
definition has changed over the years becoming more precise for both 
product and service brand definitions and now includes tangible and in-
tangible values.  
A brand is not just a logo or an identity, it is the business idea that a com-
pany stands for (Dev, 2013, 6). The company’s perspective of their brand 
is the beliefs and values that the company stands for, and it reflects the 
service or product quality that the company wants to offer to its customers 
(Isberg 2009, 1). This creates associations and an image of the brand for 
customers that are linked to the product or service (Dev 2012, 83). Brand-
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ing has been compared to storytelling, where the story is the company’s 
core beliefs and values and customers are the audience of the story 
(Salzer-Mörling & Strannegård 2001, 228). In other words, brand is a way 
of doing business (Barlow & Stewart 2004, 17). 
Unlike product branding, service branding focuses on delivering promises 
through customer interactions (de Chernatony et al. 2003, 1). Even though 
product-branding can be applied to service branding and are often dis-
cussed as the same, service branding is more about the employee-
customer interaction which affect greatly how customers experience the 
service and what kind of associations the customer will have towards the 
brand (Kimpakorn & Toquer 2010, 379). 
According to Davis “a customer cannot have a relationship with a product 
or service, but may with a brand” (2000, 31). It has been said that the 
brand is mainly about emotions and emotional judgements (Barlow & 
Stewart 2004, 18). It has also been argued that even though total control 
over the brand belongs to customers, it can be managed by owners, man-
agers and employees who interact with customers (Davis 2000, 5). This is 
usually referred as internal brand building which is discussed more in the 
next chapter.  
The term service brand doesn’t mean branding services, but that the brand 
includes dimensions such as the customers, employees and other parties 
involved (Brodie, Whittome & Brush 2008, 345). Service brand pioneer 
Berry states that with products, the product itself is the brand but ”with ser-
vices, the company is the primary brand” since service is the main deter-
minant of perceived customer value (2000, 128). By one definition, service 
brand is the relationship between the company and its employees, and 
employees who transfer the service brand to customers (Brodie, Glynn & 
Little 2006, 369).  
According to Kimpakorn and Tocquer, service brand includes two different 
perspectives: the marketing perspective that has been traditionally used in 
product branding and the new, more holistic service perspective. The ho-
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listic service brand perspective includes employees, service environment 
and self-service technologies. It emphasizes the role of leadership and the 
support of strong service culture. (Kimpakorn & Tocquer 2010, 380.) 
 
Figure 1 Dimensions that influence the perceptions of service company brand 
(After Brodie et al. 2006 and Brodie et al. 2008) 
Service brands are influenced by three different dimensions: the external 
marketing where the company creates a promise about the service to its 
customers, the internal side that enables the promises that are made in 
external marketing, and finally the interactive side that delivers the prom-
ised service offer from employees to customers. These three dimensions 
of marketing influence customer perceptions and forms the actual service 
brand. (Brodie et al. 2008, 346.) 
2.2 Brand image and brand personality 
Brand image is the customers’ opinion of the company and it can be de-
scribed as a person, with adjectives and adverbs. A strong brand is often 
described with positive adjectives and phrases (Davis 2000, 21). Brand 
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image, sometimes also referred to as brand meaning, is mainly based on 
customers’ past experiences and the reputation of the product or service 
but also affected by company’s representation of the brand and their ex-
ternal brand communications. Based on these attributes, customers create 
positive and unique associations with the brand which makes the brand 
strong among the other competitors. (Grace & O’Cass 2004, 258.)  
Brand image is one of the key factors when building brand loyalty. Cus-
tomers who have a positive image of the brand are more likely to have a 
positive attitude toward the brand’s products or its quality. Huyn and Kim’s 
findings in their study suggest that building and improving brand image is 
vital when building a successful brand and it is one of the keys to building 
customer loyalty. (Huyn & Kim 2011, 430.) 
Professor Aaker has defined the brand personality as a “set of human 
characteristics associated with a given brand”. It can include human per-
sonality characters like age, gender, warmth or friendliness. (Aaker 1996, 
141.) Brands having a personality is a way to humanize the brand and 
make customers feel emotions for the brand (Parker & Parker 2013, 4).  
Brand personality is also affected by the kind of customers that use the 
brand, the situations or context it is used and when the brand is used. This 
creates a stereotypical user for the brand. Perception of user and usage 
imagery is a part of brand personality development. Customers tend to 
select brands that match their own personality or their ideal personality, 
therefore the company can reflect the characteristics of the target custom-
er through brand personality. (Grace & O’Cass 2004, 259.)  
Brand personality is a way to build customer trust, loyalty and create emo-
tions between the customer and the brand (Grace & O’Cass 2004, 259). 
Customers tend to make their purchasing decisions emotionally rather 
than intellectually, which is why it is important to make customers emo-
tionally attached to a brand. According to Parker and Parker the brand “is 
the one way you want customers to feel about your business”. (Parker & 
Parker 2013, 2–4.) In conclusion, Randall (1997) lists the main roles of 
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brand personality: it helps customers to identify the brand, it creates cues 
about the value of the product or service, it sums up information that the 
customer holds about the brand, and it guarantees expected benefits for 
the customer (Lee, Back & Kim 2009, 305–306). 
2.3 Value of a brand 
Value or perceived value is an important element when making purchasing 
decisions (Marconi 2000, 55). The customer sees value as something that 
is worth paying for (Brodie et al 2008, 350). Simply, the value or perceived 
value combines customer perception with price and quality. Perceptions of 
brand quality are affected by the customers’ associations with the brand 
image, brand communications, brand reputation and emotions. (Marconi 
2000, 55.)  
John Guaspari’s (1995) definition of value includes customers’ emotions in 
the purchase value that the customer makes. The ratio includes “got”, 
which means the product or service purchased but also the delivery of the 
product/service and the intangible value that is important to the customer. 
“Cost” is the money and intangibles such as time. (Barlow & Maul 2000, 
221–222.) According to Guaspari’s (1995) definition, 
Value = GOT (Product/service and other intangibles) 
              COST (Money, time etc.) 
It is also emphasized that value is always something that matters to cus-
tomers (Barlow & Maul 2000, 222).  Perceived value should be compared 
with competitors, customer expectations and needs to understand the ac-
tual value in the market (Aaker 2008, 100). Studies show that perceived 
value has the most effect on customer loyalty, more than any other brand 
asset (Huyn & Kim 2011, 434).   
Price is one of the factors that customers consider to be a cue of the ser-
vice quality. That is why pricing has to be taken into consideration when 
thinking of the company’s value definition. Higher price for services usually 
means high-quality and luxury, and low price and discounting usually 
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means low quality. “Value is everything I want in a service” means that a 
customer is willing to pay more for high quality service and the prestige 
that comes with it. This kind of pricing is usually used for certain services, 
like restaurants, hotels and airlines. (Bitner & Zeithaml 2003, 498.) 
2.4 Customer loyalty 
Customer value should not be mistaken for customer loyalty. Perceived 
customer value can indeed lead to customer loyalty in the long run. As 
previous research has shown, customer perception of value has a positive 
impact on customer loyalty. (Brodie et al. 2008, 248.) Strong service brand 
will overtime lead to positive word-of-mouth communications by customers 
who value the service, therefore the brand becomes known for their excel-
lent service delivery (Berry 2000, 132). 
According to Davis, the two biggest drivers to customer loyalty are that 
brand provides high-quality product or service to its customers and that 
they perform consistently. Most of all, it is about the voluntary choice that 
customer makes between brands. (Davis 2000, 8.) Aaker states that cus-
tomer loyalty is a reflection of a customer’s purchase behavior: will the 
customer switch to another brand, or will he stay with the brand even if the 
brand makes changes (Aaker 1991, 39).  
If customers’ emotional values are close to the brand values and their 
emotions are strong towards the service or company, it will greatly impact 
the customer’s future purchase behavior and help to develop brand loyalty 
(Lee et al. 2009, 307). Customers prefer to be brand loyal because it 
makes their purchasing decision easier and they feel secure about it (Bar-
low & Maul 2000, 211). If customers think the brand is trustworthy, it 
makes the decision to buy a certain product or service easier and safer for 
them (Ind 2005, 4).  
Customers tend to choose brands that are familiar to them (Davis 2000, 
8). They also tend to be more loyal to a certain service than a product be-
cause customers see a bigger risk in changing services that are intangible 
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than changing a product brand. Other good reason to be brand loyal with 
services is when the business knows their regular and loyal customers, 
they can give them better treatment by using the knowledge and prefer-
ences and therefore build a relationship with these customers. (Bitner & 
Zeithaml 2003, 49.)  
In order to benefit from loyal customers, companies need to listen to their 
loyal customers who value the brand, and learn from them (Barlow & Maul 
2000, 223). A loyal customer base reduces a company’s marketing costs 
since it is more profitable to keep existing customers than to get new ones. 
Loyal customers tend to provide a positive picture of the brand to other 
potential customers: it helps to reassure other customers to choose the 
brand because others have chosen it too. (Aaker 2008, 160.)  
The stronger the brand is, the more loyal customers a company has. Cus-
tomer loyalty is very profitable for businesses in the long run since loyal 
customers tend to return to their favored brand. It also enables companies 
to ask for a price premium, a higher price than other products or services 
on the market because customers that are brand loyal don’t care about the 
price as much as other customers do. (Davis 2000, 6.) 
Marconi offers an example of good service versus bad service in restau-
rants in correlation to customer loyalty. He argues that customers that re-
ceive average food with excellent service will go back to this restaurant 
rather than back to a restaurant that offers excellent food but average ser-
vice. (Marconi 2000, 67.) Excellent service is crucial for service brands, 
since customer loyalty strongly influences profitability of service company 
(Huyn & Kim 2011, 430).   
2.5 Brand equity 
The overall value created by the brand is referred as brand equity (Assaf, 
Hsu & Oh 2012, 81). Brand equity has many different definitions but the 
most commonly used one is by Aaker, who defines brand equity as “the 
set of assets and liabilities linked to the brand”. According to Aaker, there 
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are five types of assets: brand awareness, brand loyalty, brand associa-
tions, perceived quality and other proprietary assets. (Aaker 1991, 16.) 
Brand equity has been compared to an iceberg: only 15 percent of the 
brand is visible to the customer, but below the water-line, 85 percent of the 
brand is about processes that add value to the brand to reach brand equity 
and good market share (Brodie et al. 2006, 366).  
According to Keller, brand equity in the customer perspective means that 
he/she feels familiar with the brand and has strong, positive associations 
with it (Wood, 663). Although brand equity is mostly discussed as a posi-
tive impact on brand, Berry states that it can also be negative if the mar-
keting creates an unfavorable association with the brand (Berry 2000, 
130).  
In the company’s perspective, brand equity can be seen as a way to in-
crease name recognition and market share, and attract more loyal cus-
tomers (Barlow & Stewart 2004, 4). Brand equity creates value to the 
brand and helps a company to maintain competitive advantage and a sta-
ble market position for the long term (Kimpakorn & Toquer 2010, 285–
286). From the financial perspective, when a company’s brand is seen as 
an asset and value-adding element, it leads to brand equity (Brodie et al. 
2006, 366).  
2.6 Customer equity and service brand equity 
Rust, Zeithaml and Lemon (2004) introduced the term ‘customer equity’ 
because they saw the term brand equity as too product-oriented, and not 
emphasizing the customers’ part enough. It takes into consideration three 
different components that create overall customer equity: value equity, 
brand equity and retention equity. Value equity is the customers’ percep-
tion of the brand, brand equity the customers’ emotional and intangible 
opinion of the brand, and retention equity the customers’ loyalty and re-
peat purchase behavior. (Brodie et al. 2006, 367.)  
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Service brand equity focuses mainly on service experience and its effects 
on brand equity. Berry states that there are four elements to attain service 
brand equity: offering distinctive service experience that differs from its 
competitors, making emotional connections between the brand and the 
customer, focusing on internal brand building, and communicating the 
company’s values (Berry 2000, 131–132). Compared to Aaker’s definition 
of brand equity (1991,16), the elements Berry (2000, 131–132) lists are 
more focused on practical actions that should be made by the company to 
attain service brand equity than the theory behind it. 
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3 BUILDING AN INTERNAL BRAND  
Building a strong brand is a long-term job and needs to stay consistent. 
The reason to build a brand is to gain valuable assets that differentiate a 
company from its competitors. (Davis 2000, 3; 31.) Through branding 
businesses have an opportunity to communicate and create cues about 
the quality, credibility and value of the product or service (Mallik 2009, 60). 
Therefore the company has to make their product or service stand for 
something that a certain targeted group of people feel positive about, and 
would want to support it now and in the future against the attempts of 
competitors (Marconi 2000, 9).  
The purpose of internal brand building is to communicate, educate and 
develop the staff to better understand the values and promises of the 
brand (Isberg 2009, 5–6). Barlow and Stewart state that building a strong 
brand increases name recognition, market share and loyal customers, and 
therefore is a very valuable asset (2004, 4). Keller lists four steps on build-
ing a brand that includes: building brand awareness; performing the brand 
and creating brand meaning; building brand responses; and building rela-
tionships between the brand and its customers (Kimpakorn & Tocquer 
2010, 379).  
This chapter focuses on internal service brand building since the case 
company is a restaurant that wants to offer intangible value to its custom-
ers by enhancing their brand internally. This chapter emphasizes the role 
of employees in service brand building and the actions that a company 
has to take to make sure the employees deliver the brand to customers in 
everyday interaction.  
3.1 The assets of building a brand internally 
A strong brand lowers customers’ perceived risks when buying a service, 
because customers are able to better visualize the intangible values in the 
brand (Kim & Kim 2004, 116). A strong brand creates positive thoughts, 
images or feelings in customers’ minds and therefore they are more willing 
14 
to give out a positive word-of-mouth and tolerate errors (Barlow & Stewart 
2004, 20). Moreover, customers want to reflect their qualities or values of 
life that are important to them and are then willing to spend more money 
on services that reflect those values (Marconi 2000, 3; 35). Successful 
brands deliver their product or service so well that the customer is com-
pelled by it (Mallik 2009, 72). Because a strong brand creates positive 
thoughts and feelings towards the business, customers tend to be nicer to 
employees since they tolerate and forgive more mistakes. When custom-
ers value the brand, they tend to enhance the value of brand to other con-
sumers and possible future customers. (Mallik 2009, 69–70.) 
In the service industry, employees strongly affect customers’ perception of 
the brand quality, their satisfaction and their future purchasing decisions 
(Grace & O’Cass 2005, 128). Recent studies have established that internal 
branding has a positive effect on employees’ brand commitment (Sharma 
& Kamalanabhan 2012, 305). 
3.2 The importance of external and internal communications 
A customer’s real service experience is way more powerful than any ex-
ternal communication. (Berry 2000, 135). Service experience has been 
defined as “the total functional and emotional value of a consumed ser-
vice”. Functional values usually refer to the actual brand use, and emo-
tional values refer to customer’s intangible perspective, images, promises 
and reputation of the brand. (Isberg 2009, 5.) After quality and price, cus-
tomer service, staff behavior, and complaint handling are crucial elements 
in brand building and brand reputation (Barlow & Maul 2000, 235). 
Internal communication is described as a process that is meant to promote 
commitment to the company and to create better understanding of the 
company’s aims now and in the future and therefore affect employees’ 
attitudes towards the brand. There are informal and formal types of com-
munications, where informal communications are seen as daily conversa-
tions or staff events, and formal communications as staff meetings or in-
formation boards. Both channels of communications at work are important 
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when creating a strong brand image among the employees. (Sharma & 
Kamalanabhan 2012, 302.) 
Internal brand building helps to create differentiation and competition 
through service and employees instead of using external communications 
or financial strategies. It’s crucial for companies and its managers to un-
derstand the importance of frontline staff and their part as brand communi-
cators or “brand ambassadors”. (Isberg 2009, 5–6.) As Berry puts it, em-
ployees can either “make or break a brand” (Berry 2000, 135).  
By internal communications, management ensure that employees know 
how to act and behave in given situations (Fog et al. 2013, 137). It has 
been established that internal communications have a positive impact on 
employees’ brand identification, commitment and loyalty (Sharma & Kama-
lanabhan 2012, 304). 
The behavior and attitude of employees strongly affect a company’s repu-
tation and image in the customers’ minds (Kimpakorn & Toquer 2010, 
378). One of the keys to a strong service brand is to make sure that ser-
vice is consistent. Customers expect a certain kind of identity and manner 
from the brand and the employees have to deliver the brand promise and 
reputation to them. (Punjaisri & Wilson 2007, 59.)  
Word-of-mouth communications have been argued to be the most im-
portant influential factor when it comes to brand awareness and brand atti-
tudes perceived by customers (Grace & O’Cass 2005). Online WOM 
communications have become as important if not even more important 
than person-to-person WOM. Consumers often think that opinions and 
reviews online are as trustworthy a source as the brand website. This in-
formation is used by consumers who look for cues of product or service 
quality and to decide whether or not to purchase something in the future. 
(Jalilvand & Samiei 2012, 462.) WOM is seen more credible than paid ad-
vertising because the information is seen unbiased since they are essen-
tially based on previous customer experiences (Berry 2000, 129).  
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3.3 How to build a service brand internally 
Employers, managers and supervisors have a great role in creating a posi-
tive work environment and building employee job satisfaction. A term 
“transformational leader” is a kind of leader who can provide “a clear 
sense of purpose and vision”, who can motivate the employees to reach 
for better service performance, and considers their individual needs, skills 
and abilities. This leads to service deliveries that are more than the cus-
tomer expects and therefore the brand establishes an advantage over 
competitors. (Lenka, Mohapatra & Suar 2010, 92.) Employees might find 
that expectations may sometimes be difficult to fulfill because the employ-
er’s expectations may differ from customers’ expectations (Isberg 2009, 4). 
According to de Chernatony, Drury and Segal-Horn, building a successful 
service brand includes among other things: identifying external opportuni-
ties and internal capabilities, defining the brand and considering its feasi-
bility, ensuring employee commitment, and positioning and differentiating 
the brand. (2003, 9; 13.) 
Employee Based Brand Equity (EBBE) model is about managing internal 
brand building more effectively and to recognize and appreciate the em-
ployees that have a huge effect on the organization and its success (King 
& Grace 2008, 939). The keys to building a successful brand internally are 
to have proper training and motivation of employees (de Chernatony et al 
2003, 5–6;11). However, Professor Punjaisri and Wilson’s study argue that 
training and internal communications are the most important parts of inter-
nal brand building from the employees’ perspective (2007, 68).  
Internal branding aims to create strategic on-brand customer service and 
employee behavior (Punjaisri & Wilson 2007, 63). On-brand service is a 
term that is used to describe the customer service that is aligned with the 
brand promises. It adds value to the whole customer service experience 
and sets a company apart from its competitors and creates uniqueness. 
(Barlow & Stewart 2004, 1–2; 17.)  
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A strong brand and its promise can make employees become emotionally 
involved in the brand and therefore help them deliver the promises that are 
made in the brand promise. When the brand promise is actively communi-
cated internally, it makes the employees determined to deliver the promise 
to customers. (Barlow & Stewart 2004, 109.) Internal brand building not 
only makes employees perform the brand promise, but also affects em-
ployees’ attitudes towards the brand, which makes their service perfor-
mance better (Punjaisri & Wilson 2007, 57).  
3.4 Employee commitment and loyalty 
As established, employees are a vital part of expressing the meaning of 
the brand to customers (Hatch & Shultz 2001, 1043). When employees are 
committed to the brand, they can truly bring the brand alive (Kimpakorn & 
Tocquer 2010, 384). Branding helps companies to concretize the intangi-
bles for employees, who can embody the brand for customers (Berry 
2000, 135–136). 
Employee commitment means that employees feel they belong with the 
brand, want to stay with the brand and make their best effort to deliver the 
brand and its promises and goals (Kimpakorn & Tocquer 2010, 381). Em-
ployees might have different kinds of reasons to be committed to their 
workplace. They might have emotional attachments and they truly want to 
work there, some might work there because they can’t afford to leave. 
Commitment to workplace might also feel like an obligation to the work-
place and employees feel like they have to be there. (Welch & Jackson 
2007, 188.) 
When employees truly believe the company’s values and are committed to 
their work, it is possible to make a real difference through customer ser-
vice. This way it is easier to maintain consistent quality service. (de Cher-
natony et al 2003, 6; 11.) When employees feel that they are appreciated, 
their work is recognized and they are given interesting tasks, they are 
more productive at work (Lenka et al. 2010, 91).  
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Employee satisfaction at work has been shown to depend on personal 
recognition for good work, personal growth, work itself, or workplace rela-
tionships, working conditions or work hours. Employees who have an emo-
tional attachment to the company are better at delivering superior custom-
er service, promoting the service quality and to be sincere about it. (Lenka 
et al. 2010, 91.) Therefore employees have a significant role to business 
success. On the contrary, dissatisfied employees are more likely to show 
their dissatisfaction towards the brand publicly which can seriously harm 
the brand (Szwarc 2005, 13).  
Aaker also states that when a business creates a brand vision that “clicks”, 
it will not only differentiate the brand but will also have a positive effect on 
employees by energizing and inspiring them (Aaker 2014). A strong brand 
gives the employees a positive feeling about going to work, a feeling of 
belonging and it also builds their self-esteem (Barlow & Stewart 2004, 
109). 
It has been established that the more people and potential employees val-
ue the brand, the more likely they are to work with the business. When 
employees value their company’s brand and understand what they are 
expected to do to communicate it to customers, it encourages customers 
and suppliers to value it too. (Mallik 2009, 69–70).  
3.5  Employee-customer relationship in brand enhancement 
Strong service brand companies attract more talented employees who are 
more loyal and committed to the brand and their work than companies that 
don’t have a brand (Davis 2000, 7). Management has to do their best to 
keep employees satisfied and motivated to retain the best employees to 
deliver the best service (Punjaisri & Wilson 2007, 60–61). 
Barlow and Maul argue that there is a correlation between high-quality 
employees and high-quality customers. High-quality employees who serve 
high-quality products and/or services are more likely to attract high-quality 
customers, who are economically stable and are likely to be brand loyal. 
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This creates profitability, attracts the staff to stay, to produce more high-
quality products and so on (Figure 2). In fact, it has been concluded that 
“employee retention is key to customer retention”. (2000, 227–228.) 
The fact that employee satisfaction, customer satisfaction and loyalty are 
strongly related in service businesses has also been introduced by Bitner 
and Zeithaml. They point out that previous studies have shown that in 
companies that invest in these steps and values are more likely to be suc-
cessful and profitable than those who don’t. (Bitner & Zeithaml 2003, 320.) 
Also several restaurant studies have shown what a positive effect service 
quality has on customer satisfaction and customer loyalty in restaurants 
(Lai 2015, 122–123).   
 
 
Figure 2: conceptualization of relationship between the quality of service and customer retention 
(After Barlow & Maul 2000, 228)  
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4 EMPIRICAL STUDY  
This main focus of this thesis is on the perception of employees, how they 
see the service brand of TCP, how the brand meaning is communicated 
internally and how to deliver it to customers.  Because of the chosen per-
ception of this thesis, it was natural to choose a qualitative research meth-
od to collect data. Qualitative methods are usually used for researching 
meaning and phenomena, whereas quantitative research methods focus 
on numeric generalization (Hirsjärvi, Remes & Sajavaara 2013, 160).  
Personal interviews are a way to collect in-depth data that is usually richer 
and more thorough than questionnaires. A semi-structured interview in-
cludes general questions that are easy to change to be suitable and un-
derstandable for every interviewee. This way the interview is interactive, 
and the interviewer gets more personal and perhaps intimate answers. 
(Smith 2010, 109-110.) In this chapter I introduce the interview methods, 
how the interviews were conducted and how analyzed. 
4.1 Research design for the interviews 
The interview questions and the structure got clearer only when I had 
done enough research reading about the theory behind service brands 
and especially internal branding. Also the theory and its structure of my 
thesis helped to structure the interview questions to find out how the an-
swers would support the research questions.  
I divided the questions in four different themes that were: job satisfaction, 
brand perspective, internal brand communication and communicating the 
brand to customers. First of all, it was important to know how the staff see 
the restaurant as a place to work, since the employees’ satisfaction and 
commitment are essential when studying the enhancement of the custom-
er service. Employees who are committed to their job and truly understand 
the brand will also deliver more consistent service to customers (Kimpa-
korn & Tocquer 2010, 381). Branding helps companies to concretize the 
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intangibles for employees, who can embody the brand for customers (Ber-
ry 2000, 135–136). 
The second theme, brand perspective, was included to answer the first 
research question: how do the owner and the employees of the Copper 
Pig Bbq House understand the restaurant’s brand and what adds value to 
it? The key is also to find out how the owner’s and the employees’ ideas of 
the brand differ. According to Brodie, one third of the service brand is the 
relationship between the company and its employees (2006, 369). 
Both de Chernatory et al.’s and Punjaisri and Wilson’s studies show that 
training, motivation, and internal communications are the most important 
parts of internal brand building (de Chernatony et al 2003, 5–6; 11; Pun-
jaisri & Wilson 2007, 68) This is why the third theme, internal brand com-
munication, was chosen. It is crucial for the study since the theory strongly 
shows that different kind of brand communications have positive impacts 
on brand attitude among employees. The fourth theme continues the theo-
ry that when brand is effectively communicated internally, it will be com-
municated to customers too.  
4.2 Conducting the interviews 
First I interviewed the owner of The Copper Pig Bbq House, Tyler Burbee, 
to hear how he saw the company brand and how he thought that the brand 
was communicated internally at the work place. I interviewed him at the 
restaurant on 17th of April 2015. I had already sent my interview questions 
for staff to the owner, so he had seen the interview structure beforehand. 
The questions for him (Appendix 1) were a little bit different from staff 
questions since I specifically wanted to hear the owner’s perspective and 
eventually compare it to staff perspective. A day after conducting the own-
er interview, Burbee sent me written answers by email that were different 
than the answers I got from him doing a one-on-one interview.   
I decided to conduct employee interviews by email even though the origi-
nal plan was to interview staff one-on-one. The plan changed due to diffi-
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cult scheduling: I had to leave Canada before I had time to conduct the 
interviews. This way I also saved time since I did not need to transcribe 
the interviews I got from employees.  
I sent an interview template to Burbee, who sent the interview templates to 
employees by email on 18th of April. I gave the employees two weeks to 
answer my interview, until 3rd of May and I got four answers by the dead-
line, and five answers one day after the deadline (Appendix 2). The point 
of interviewing both the owner and staff was to discover how the ideas of 
the brand compare to each other. All the questions were open-end ques-
tions to achieve honest, in-depth answers from employees. I got nine 
email answers from the employees of The Copper Pig Bbq House, where 
five of them were front-of-house and four answers from back-of-house. 
“Although those at the back of the house are virtually invisible to custom-
ers, they are regarded as significant components of seamless brand prom-
ise delivery” (Punjaisri & Wilson 2007, 67).  
4.3 Data analysis 
Content analysis is a way to examine written contents, for example inter-
views, and the point is to find similarities and differences between contents 
and to sum up the content. It can be used for both quantitative and qualita-
tive materials. In qualitative content analysis the first step is to divide the 
material into smaller topics or themes and then to organize it. The main 
goal is to draw a bigger picture of the phenomenon and to connect it to 
theory and research that have been conducted before. (Saaranen-
Kauppinen & Puusniekka 2015.) 
I had all ten interview answers by the beginning of May. First I transcribed 
the interview with Tyler Burbee, so I could start comparing his answers to 
employees’ answers. During the transcript process the content of that in-
terview became familiar and I found the important ideas and thoughts that 
I wanted to bring up in my content analysis.  
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When I started analyzing the data, I read the answers many times to un-
derstand the content and also to figure out if the content was enough to 
continue analyzing the data further. After quite a few reads, I decided that 
the material from nine interviews were enough to reach saturation. Data 
saturation means that new data would not bring up anything new on the 
topic that is being studied (Mason 2010). 
I asked the interviewees’ job title and length of their career at The Copper 
Pig Bbq House because I thought there might be a difference between the 
new employees’ and the more experienced employees’ answers. It turned 
out that in the end this didn’t matter when analyzing the answers. The 
length of employees’ careers varied from two months to two and a half 
years, so it was difficult to see a clear pattern between answers.  
I color-coded all interviewees so I would be able to recognize the nine dif-
ferent voices and their answers through the whole process of analyzing 
the data. After that, I divided the content by the themes that were already 
set up in the interview template and combined all nine different answers 
from interviewees theme by theme. This way I got four documents. I de-
cided to separate the answers for the questions: ”do you have ideas how 
to communicate and educate yourself and the staff about TCP brand more 
effectively? What kind of internal communication tools do you prefer?” 
(Appendix 2). This way it was easier to collect ideas on how to enhance 
the brand from employees’ answers.  
I kept the themes in results almost the same as in the original interview 
templates, but I changed them to answer my research questions and theo-
ry better. For example the second theme in the template was simply 
“brand perspective” but I changed it into “internal perspective of the ser-
vice brand” and then divided it into three subclasses. I started analyzing 
the answers theme by theme quite soon after getting all the answers. I 
used mind-maps to find the similarities or differences answer by answer. I 
changed some of the data, for example brand values, to a quantitative 
form to demonstrate the most common answers among employees.  
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After analyzing the data thoroughly, I presented ideas how the restaurant 
could enhance the brand in the future. Most ideas came from employees, 
so I concluded a summary of them and gave some concrete ideas for the 
future staff meetings and other tools for internal communications.  
25 
5 RESULTS 
In this chapter I introduce the interviews I conducted, including the owner 
Tyler Burbee’s one-on-one interview and the employees’ email interviews. 
I compare the owner’s answers to employees’ answers to find what kind of 
similarities and differences there are between management and staff. The 
4 most important themes that came up from the answers were:  
 employee job satisfaction and commitment 
 internal perception of the service brand 
 internal brand communications, and 
 communicating the brand to customers. 
After analyzing the interview data, I present ideas how The Copper Pig 
Bbq House can enhance the internal branding in the future. I use Keller’s 
list of four steps of brand building (Keller 2001, Kimpakorn & Tocquer 
2010, 379) to demonstrate how Keller’s list applies to TCP and what kind 
of steps are needed to take next to build a stronger brand.   
5.1 Employee job satisfaction and commitment 
The restaurant owner, Burbee, said that the atmosphere and team spirit at 
TCP are very positive, and the staff is committed to their jobs. According to 
him, the work commitment comes from a positive team spirit: everyone 
helps each other out, which can be rare in other similar work places. A 
lawsuit brought against TCP by a regional chain restaurant and a fire that 
closed their doors for six months in 2014 (Appendix 6), have affected the 
employees who have worked there during these episodes. Burbee saw 
this as an important factor that has made employees, who have worked 
there during these two episodes, more committed and attached to the res-
taurant emotionally than before.  
All the employees agreed that the atmosphere and team spirit at their 
workplace is positive. The word “family” was mentioned both in the own-
er’s answers and in six out of nine answers among employees, which 
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shows that the staff are committed to each other and a feel strong belong-
ing to their work place. The good team spirit results in helping each other 
at work and not leaving anyone alone.  
All in all two positive things came up in most interviewees’ answers when 
discussing work atmosphere and team spirit: everybody works as one 
team and the work community is compared to a family. It has been estab-
lished before that job satisfaction leads to retaining employees who are 
motivated to deliver the best service (Punjaisri & Wilson 2007, 60–61). 
This is a cornerstone of starting to build a brand internally. 
“The atmosphere or work environment is compared to being at 
home, working with your family.” –Interviewee 7 
 “Everyone is really supportive of each other on the floor, es-
pecially when things get chaotic.” –Interviewee 8 
“Wonderful atmosphere, the team helps each other and treats 
each other like family” –Interviewee 9 
5.2 Internal perception of the service brand 
Burbee admitted that he has never defined the restaurant’s brand before. 
He wants to build a strong brand, and it should be mostly built on value 
and service. He says that they “fight [for] what we believe in, we don’t 
bend, we are very concentrated and focused on what we do and we do 
that very well”. Everything they do in the restaurant should add value to 
the brand.  
“We are trend setters and very proactive with implementing 
new techniques and approaches (ipads, operating hours, 
blogs, farm-to-fork menus, carbon neutral). I hope guests and 
staff see the brand in a positive way. Strong, resilient, deter-
mined, focused for battles with downtown initiatives, Browns 
lawsuit, the original building, and the rebuild after the fire. We 
try to strive for excellent value and guest service.” –Tyler Bur-
bee 
It turned out that employees had some difficulties defining The Copper Pig 
brand, probably mostly because of the reason mentioned above: the brand 
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has never been defined on paper before. Regardless of that, interviewees 
were able to mention concrete things that are part of the brand and brand 
values that are important for the business and to them personally.  
“I see the Copper Pig Restaurant as a brand that puts quality 
over bottom-line price.” –Interviewee 1 
 “I see our brand as homemade and local with a bbq twist.” –
Interviewee 3  
“Being a leader in promoting a positive change for downtown.” 
–Interviewee 6 
One of the main worries that owner Burbee mentioned was consistency; 
how to keep food and service delivery consistent. Theory shows that con-
sistency is indeed a key factor when building a strong brand. Customers 
expect a certain kind of identity and manner from the brand and the em-
ployees have to deliver it to them. (Punjaisri & Wilson 2007, 59.) Also, 
when employees are committed to their work, it is easier to maintain con-
sistent quality service (de Chernatony et al 2003, 5).  
In the beginning of the interview Burbee said that he has never defined the 
TCP brand. In the end of the interview he said that maybe the restaurant 
brand is more defined than even he realized: “this definitely kind of made 
me think that there is a bit more focus to it, it’s not just up here, it actually 
is here”.  
5.2.1 Brand values  
When talking about important values of the restaurant, owner Burbee had 
more abstract ideas what the values are compared to employees’ ideas of 
brand value. He mentioned respect for employees and customers and pro-
fessionalism to be the most important values that he wants to communi-
cate. Employees’ answers were more concrete values of how things are 
done in the restaurant. In this case answers between the owner and em-
ployees were different. Professionalism was mentioned a few times among 
employees, but serving local foods and drinks and supporting local busi-
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nesses and farmers were the biggest themes in their answers. These two 
themes can be seen in TCP’s menus (Appendix 4). The figure below 
shows the four most important values according to the employees. Most 
employees mentioned more than one value.  
 
Figure 3: The Copper Pig Bbq House Brand values 
5.2.2 What makes the restaurant different 
The main purpose of building a brand is differentiation (Wood 2000, 664). 
All the interviewees were asked what makes their restaurant different than 
its competitors. According to Burbee, the values that differentiate their res-
taurant from other restaurants in Prince George are respect, professional-
ism and hard work. Burbee works on the floor almost every day and in his 
opinion that makes the staff work harder and deliver better service. He 
thought that it is rare that a restaurant owner works on the floor with 
his/her staff every day, and that is one of the main reason that makes 
them different from other restaurants in the area.  
Surprisingly, employees’ answers varied a lot. Some of the interviewees 
mentioned that supporting local food and drinks and partnering with local 
businesses are the reasons that differentiate the restaurant from others, 
but there were no other consistent answers.  
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“It’s the decision to put time and effort above price.” –
Interviewee 1 
“The Copper Pig is not targeting every demographic, unlike 
many other restaurants in Prince George.” –Interviewee 2 
“We recommend neighboring restaurants to our guests when 
we’re full.  We have a social table. We do share platters. We 
do share beers. We do feasts!“ –Interviewee 8 
The reason to build a brand is to gain valuable assets that differentiate a 
company from its competitors (Davis 2000, 3; 31). If everyone who works 
at the restaurant sees the uniqueness of the restaurant differently, it will 
make it difficult to emphasize the most important assets for customers. 
Different views might create inconsistency in service. 
5.2.3 Management  
Management is a big part of internal branding. It has been argued that to-
tal control over the brand belongs to customers, but it can be managed by 
owners, managers and employees who interact with customers (Davis 
2000, 5). Burbee said that both front-of-house and back-of-house man-
agements are strong and that the owner working on the floor makes a pos-
itive difference in work delivery. 
 Employees thought that the owner and managers working on the floor 
with employees daily is mostly positive, but it could sometimes be stress-
ful. Many interviewees said that management is overall good and profes-
sional, but also added that it is inconsistent in some areas. Based on 
these answers, employees would like management to be more consistent 
with their ways of managing employees and giving instructions.  
“I am always impressed by managements’ ability to compe-
tently run the mechanics of the restaurant, but am equally as 
disappointed in their decisions of how to manage employees 
under certain circumstances.” –Interviewee 1 
“Management is on the floor working with you rather than 
standing by and giving instruction.” –Interviewee 2 
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“Sometimes having [management] there all the time is a bit 
much, but you know it’s someone who really cares.” -
Interviewee 5 
5.3 Internal brand communications  
According to Berry, there are four elements to attain service brand equity 
and two of them are focusing on internal brand building and communi-
cating the company’s values (Berry 2000, 131–132). The purpose of inter-
nal communication is to promote commitment for a company to employees 
and to create better understanding of the company’s aims now and in the 
future. Therefore it also affects employees’ attitudes towards the brand. 
(Sharma & Kamalanabhan 2012, 302.)  
Third theme in the interview template focused on the restaurants internal 
branding and especially what kind of tools are used to communicate the 
brand in the work community. Burbee said that internal communications in 
the restaurant are not as planned as it could be, but at the same time it 
should come naturally rather than over-doing it. In his opinion internal 
brand building is something that should be slowly developed at the work 
place. On the other hand, Burbee said: “we could be thinking about -- how 
could we implement it more”. 
New employees go through orientation and answer a ten-question test that 
includes things that new employees must know before they start work. 
Training new employees for several weeks is not necessary, since the 
hired people are usually experienced in the restaurant industry. The owner 
has one-on-one conversations and meetings with old and new staff, but 
most of the communications happen during daily shifts.  
The staff saw internal communications mostly as staff meetings or word-
of-mouth communications. Training manual, information board, Facebook 
and the restaurant blog were also mentioned as a way to find information 
about the brand. It was surprising that only one interviewee mentioned 
one-on-one conversation with owner/management as a tool to communi-
cate brand internally.  
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Staff meetings or training sessions were mostly seen as positive ways of 
communication, although they can be too informative and too long for 
some employees to absorb the information all at once. Staff meetings are 
preferred but they should be regular and short. Employees’ answers indi-
cated that internal brand communications are not consistent. The same 
issue has come up with every theme. Consistency is something that needs 
more attention in management actions.    
“The information regarding The Copper Pig Brand placed in 
the training manual is extensive --. It is a good, solid base to 
build a new staff member’s knowledge on. Unfortunately it is a 
small part of a large manual, and I feel many of its finer points 
are lost because of this.” –Interviewee 1  
 “Sometimes I think there could be some more set standards 
about greeting tables and other serving aspects.--Sometimes 
it can be inconsistent.” –Interviewee 2 
“We’ve only ever had sporadic staff meetings so perhaps a 
regular meeting time once a month might be better because 
that way we could plan for it and expect it, rather than being 
surprised by a sign on the bulletin board.” –Interviewee 8 
5.4 Communicating the brand to customers 
Almost all employees find that they have the right tools and knowledge 
about TCP –brand to communicate it to customers. This chart shows the 
most important tools and skills that the employees think they have or they 
should communicate The Copper Pig Bbq House brand more effectively to 
customers.  
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Figure 4: How to communicate TCP Brand  
Along with these answers mentioned in the chart, employees promote lo-
cal drinks or food, for example farm-to-fork features, to communicate the 
brand values to their customers. This is consistent with the answers of 
brand values: when an employee mentioned supporting local is an im-
portant brand value, they also said that it is important to bring it up to cus-
tomers too.   
As owner, Burbee thinks that every customer should leave the restaurant 
happy. This might not be possible, but the point is how to make an unhap-
py customer a happy customer before he/she leaves. It has always been 
important that if a customer doesn’t like something, whether it was food or 
drink, they won’t need to pay for it. Burbee thought that employees know 
how to behave in these kind of situations. Employees’ answers were very 
similar: first listen, figure out what it is exactly that customer is unhappy 
about, and then find a solution to the problem.  
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5.5 Ideas for brand enhancement 
The interview template included a question “do you have ideas how to 
communicate and educate yourself and the staff about TCP brand more 
effectively? What kind of internal communication tools do you prefer?” 
(Appendix 2). Most ideas or concerns presented for brand enhancement 
came from employees. I summarize the ideas and give recommendations 
how TCP could build the brand stronger within the work community.   
Most of the interviewees said that they like staff meetings and training 
sessions but there are some areas that need to be adjusted. The biggest 
concern among employees was that staff meetings are not arranged regu-
larly and therefore makes it more difficult for employees to find time for it. 
The staff would prefer that they can expect the meetings even before it is 
in the schedule.  
Since staff meetings are not consistent, another concern of employees is 
that they feel like the meetings are too lengthy and there is too much in-
formation to remember at once. According to some employees, the meet-
ings are not organized often enough. This could be fixed by arranging reg-
ular and shorter staff meetings for example in the first Monday of the 
month. This way employees can predict the meetings coming, and the in-
formation that the staff need to know can be divided in smaller amounts. 
The advantage of this is that the meetings would be regular and short, ra-
ther than irregular and long.  
Not all information needs to be shared in regular meetings. One idea that 
came from the employee is to have monthly email/Facebook message 
from management that would include for example: new products or suppli-
ers, features and upcoming changes or events. These messages should 
also be regular and kept short enough so employees have time to read 
them. Important messages and information can easily be lost or misunder-
stood if they are delivered at work when employees are. There is always a 
risk that not all employees get the message at all, if everyone is trusting 
someone else to deliver the message to others. When employees have 
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the same source of information, whether it is regular meetings or emails, I 
believe it would make service more consistent too.  
One of the future staff meetings could focus on TCP brand where every-
one can express their opinions and ideas. The service brand of TCP 
should be defined on paper so everyone can agree on it and understand it 
the same way. After that the defined TCP brand can be therefore used in 
orientation material when training new employees. Brand information could 
be communicated in both written form and word-of-mouth communications 
from management and other employees. 
According to the interview answers, the owner and all employees had very 
different ideas of what makes TCP different from its competitors. The rea-
son to build a brand is to gain valuable assets that differentiate a company 
from its competitors (Davis 2000, 3; 31). Internal brand building helps to 
create differentiation and competition through service (Isberg 2009, 5–6). 
This is something that should to be fixed and defined to be more accurate.  
Brand building is time consuming and it does not happen at once. Building 
a strong brand is a long-term job that needs to stay consistent (Davis 
2000, 3). To build the brand at The Copper Pig Bbq House stronger inter-
nally, it needs more time and attention among both management and em-
ployees. With these ideas presented in this chapter I believe the restaurant 
has a good starting point to enhance the brand.  
5.6 Four steps of brand building  
When thinking about The Copper Pig Bbq House and its brand building 
process at the moment, Keller’s list of brand building (Keller 2001, Kimpa-
korn & Tocquer 2010, 379) is a good tool to adapt owner’s and the em-
ployees’ answers on what has been done and what needs to be done in 
the future to build the brand even stronger. These four steps are: 
1. Building brand awareness/brand identity = Who are you? 
2. Performing the brand and creating brand meaning = What are you? 
3. Building brand responses = What do they think or feel about you? 
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4. Building relationships between the brand and its customers = What 
about you and them? How much of a connection would they like to 
have with you? 
In the interview questions in theme two (brand perspective) the aim is to 
find out how well the employees see the brand and how aware they are of 
it. Also the question in theme four “do you feel like you have the tools and 
knowledge to understand what you are expected to do in any kind of cus-
tomer interactions?” reveals if employees are aware of the brand values 
and expectations. The owner’s and employees’ answers were in unison, 
and the staff have a good idea of who they are working for.  
Internal brand building is a way to enhance the brand meaning and per-
formance among employees. It seems that employees have a good un-
derstanding of the brand and especially its important values. It can be 
seen that putting the brand into words was difficult for employees, maybe 
because the owner’s answers concluded that it has never really been put 
on paper before. I think this research was a good exercise for both the 
owner and employees to define the brand.   
Because the interview questions are mostly discussing the two levels of 
Keller’s list, which are employees’ brand awareness and performing the 
brand, it can be concluded that the next level of brand building for the res-
taurant would be building brand responses and relationships between the 
brand and its customers. Based on this research, these two steps are the 
next ones for the restaurant to take to build a stronger brand and reinforce 
it in their customers’ eyes. The research focused on employee perception 
and internal brand building, and it is why this thesis cannot answer these 
last two questions.  
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6 CONCLUSION 
In this study I had two research questions: 
 How do the owner and the employees of the Copper Pig 
Bbq House understand the restaurant’s brand and what 
adds value to it? 
 How to enhance the brand internally to deliver better ser-
vice in the future? 
The research indicated that the basic understanding of the brand between 
the owner and employees is quite similar. Everyone sees the atmosphere 
and team spirit at their work community as being very positive, which 
makes TCP a good ground for further brand enhancement. Brand values 
were described differently by the owner and the staff: the owner saw value 
as a more abstract concept like respect between employees and custom-
ers, whereas employees listed more practical values, like supporting local 
businesses and promoting positive change for downtown.  
The answers were inconsistent between the owner and the employees 
when asked about the values that make their restaurant different from its 
competitors. While the owner said that his working on the floor differenti-
ates them from other restaurants, the employees’ answers varied a lot and 
included many different opinions. This is definitely something that needs to 
be brought together among everyone within the work community. It is cru-
cial that everyone understands the uniqueness of the restaurant the same 
way, so they can all promote it to customers more consistently.  
The questions considering internal brand communications gave an idea 
what kind of tools are used now and which ones employees prefer. Orien-
tation for new employees, staff meetings, training sessions and word-of-
mouth were mentioned the most in both owner’s and employees’ answers. 
It was clear that both owner and employees want the internal communica-
tions to be more regular in the future. Staff meetings should be arranged 
regularly and informational messages by email or Facebook could be used 
to deliver important, up-to-date information. 
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By internal communications, management ensures that employees know 
how to act and behave in given situations (Fog et al. 2013, 137). Internal 
communications have a positive impact on employees’ brand identification, 
commitment and loyalty (Sharma & Kamalanabhan 2012, 304). The key 
findings on TCP service brand was that brand building has not been con-
sistent. The owner worries that service and food delivery are inconsistent, 
and employees think that internal brand communications are inconsistent. 
Inconsistency in management and communications seem to be the reason 
for some inconsistencies in service delivery.  
Internal branding aims to create strategic on-brand customer service and 
employee behavior (Punjaisri & Wilson 2007, 63) which is also what The 
Copper Pig Bbq House is trying to accomplish. Therefore internal brand 
building needs more time and effort so the results can reflect a more con-
sistent service delivery in the future. In the managerial perspective this 
means consistency on every aspect of communications: regular staff 
meetings, regular information messages and consistent management ac-
tions. Brand communications should be more concise, and include defin-
ing the brand and its crucial aspects: brand values, brand uniqueness and 
external brand communications. I strongly believe that in the long run con-
sistent and persistent work in internal brand building will result in on-brand 
customer service, better employee and customer retention and stronger 
service brand at the Copper Pig Bbq House. 
6.1 Research evaluation 
The original plan was to interview everyone in person but due to tight 
schedule and me not being in Canada for the month of May, I decided to 
interview the owner one-on-one and others by email. I realize that the an-
swers could have been more in-depth than in conducting the interviews by 
email. The answers varied from one-word answers to long, well-thought 
out answers. Even though I wrote instructions for staff how to answer the 
questions and said ”style is free, but please be as precise and thorough 
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with your answers as possible and please answer with full sentences” 
(Appendix 2), some of the answers were shorter than I anticipated. 
When thinking of the interview questions, I wanted the questions to be as 
clear as possible so everyone would understand them the same way. This 
proved to be a little bit difficult because brand is such a vast concept and it 
is quite hard to understand the different aspects of brand when a person 
has not studied the subject. This is why I defined two of the most important 
terms used in the questions, brand value and internal marketing. Most of 
the answers indicated that the questions were understood but there were 
some answers that didn’t answer the question that I wanted to ask. This 
problem wouldn’t have occurred if I had conducted the interviews in per-
son.   
Reliability of the research means that the research is repeatable regard-
less of researcher. It is important to present the theory behind the conclu-
sion so it will lead to the same results. (Hirsjärvi et al. 2013, 231; 233.) I 
presented the precise methods of my research and analysis to make sure 
that this research as conducted is reliable, replicable and transparent to 
readers. I have also connected the results to chapters two and three that 
contain the framework of service brand and internal brand building so the 
results and arguments that I present are reliable. The purpose of this the-
sis was to research this particular restaurant, The Copper Pig Bbq House, 
and not to create generalized information, though the knowledge base and 
ideas for internal brand enhancement can be used for restaurants of simi-
lar sizes and situations. 
Since I had worked at The Copper Pig Bbq House myself, I knew the res-
taurant and some of the interviewees personally. I was worried that it 
would be difficult to be objective as a researcher but it proved not to be a 
problem at any point. I conducted the employee interviews by email, so I 
do not think that my personal relationships with some of the interviewees 
affected the ethicality of the research. I also informed the interviewees in 
the cover letter that ”all the answers will stay anonymous” and that they 
39 
are confidential (Appendix 2). All the interviewees’ took part in the inter-
views voluntarily.  
6.2 Thesis process and self-evaluation  
The thesis process was quite pleasant and it didn’t cause me too much 
stress at any point, mostly because I took my time with the thesis process. 
I signed the papers with the commissioning party, The Copper Pig Bbq 
House already in early fall 2014. My plan was to fly to Canada in the end 
of December and work with my thesis the whole spring and graduate be-
fore summer.  
Even though the specific thesis topic was still undecided when I arrived in 
Canada in January 2015, I was certain that it wouldn’t be difficult to define 
after I talked to the owner of the restaurant in person. Tyler Burbee and I 
had a conversation about the topic of the thesis and we decided that the 
thesis perception should be on the employees and their view on the brand. 
Service is a big part of the restaurant, so this was a good way to find out 
how to enhance the brand and service through internal brand building. I 
always wanted the topic to be as useful for the restaurant as possible and 
after several conversations with Burbee before starting the thesis, I think I 
succeeded.  
After the topic was decided, it was quite easy to start reading books, arti-
cles and studies about brand, service brand and then finally internal 
branding. I found the topic interesting and my motivation to write this thesis 
was good the whole process. The most difficult part of the process was to 
come up with the interview questions that would answer my research 
questions. Also analyzing the interviews was demanding at first but when I 
learned the data well enough it was easier to see the bigger picture and 
find the key points. I wanted to present ideas that would help the restau-
rant to proceed with brand building and enhance it in the future. I hope 
these ideas will be used in the restaurant and my findings are useful for 
them.  
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I have a personal relationship with this restaurant and I personally know 
the owner and some of the staff there. I knew the restaurant quite well be-
fore starting this thesis so I realized that it might be difficult to be objective 
and keep my own thoughts and experiences aside. I also think that con-
ducting the interviews by email gave me more honest answers from em-
ployees who already know me. After all it wasn’t as difficult to be objective 
as I thought. I think I succeeded to take an objective perspective on my 
thesis.  
I think that working at The Copper Pig Bbq House myself as a server in 
2013 helped me to find an interesting thesis topic. Even though I have 
never studied branding before, I took it as a good challenge. My own work 
experience in the restaurant industry and in this specific restaurant helped 
me to understand the different aspects of the service brand and to focus 
on the hospitality perspective. Writing this thesis actually got me more in-
terested in marketing.  
6.3 Suggestions for future research  
This study focuses on The Copper Pig Bbq House brand and how to en-
hance it in the future. I presented the ideas to show how to enhance the 
brand internally. Future research of The Copper Pig Bbq House could 
study how these ideas have been executed and that they in fact have en-
hanced the brand after a year or so.  
Another topic for the next research could focus on external branding and 
have a customer perception in the research. When talking about brands, 
customers’ ideas of it are essential to see the broader picture of the ser-
vice brand. Especially if this thesis and its findings help the restaurant to 
enhance the brand internally, it should also reflect externally as a stronger 
service brand and better customer service perceived by customers. Re-
search of customer brand perception should also be qualitative research to 
gain in-depth understanding of how customers see the brand and how 
strong it is in their minds. 
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APPENDIX 1 Interview structure for owner 
1. The Copper Pig Bbq House business idea? 
 
2. How do you see the restaurant as a place to work in your employ-
ees’ perspective?  
-atmosphere?  
-team spirit?  
-job satisfaction? 
 
3. How do you see your restaurant’s brand?  
- what are the 5 most important brand values that you want to 
communicate? 
- What are the values that differentiate The Copper Pig from other 
restaurants in PG? 
 
4. How do you communicate the restaurant’s values to your employ-
ees? (internal brand building) 
 
5. How are these values communicated through your staff at the mo-
ment? 
 
-how to improve the internal brand building?  
 
 
 
 
APPENDIX 2 Cover letter and interview questions for employees 
Hi everyone, 
As some of you might know, I am studying hospitality management, writing my bachelor 
thesis here in Prince George and now I need your help! 
The main focus on my thesis study is internal branding at The Copper Pig Bbq House. All 
the questions are referring to your opinion about TCP brand and how you see it or feel 
towards it. The main themes and questions are numbered, and under those questions I 
have added more detailed questions about every theme that gives you a direction to 
your answers. Style is free, but please be as precise and thorough with your answers as 
possible and please answer with full sentences. Also feel free to add anything that 
comes to mind outside of these questions or examples. 
All the answers will only be reviewed by me and no one else. It is my duty to keep your 
answers confidential. Some of the answers and the results of the study will be shown in 
my final thesis but all the answers will stay anonymous. So please write anything that 
comes to mind about the subject and please be honest with your answers.  
I sincerely wish that you will take time to answer these questions since it will help me to 
get the best results. Please answer by 3rd of May and send your answers to my email 
address: sini.mattinen@xxx.com.  
Thank you! 
-Sini  
 
 
 
 
 
 
 
 
THEME 1: Job satisfaction 
1.  Job title 
 
2. How long have you worked at the Copper Pig Bbq House? 
 
3. How do you see the restaurant as a place to work? For example: 
-atmosphere/work environment? 
-team spirit?  
-management?  
-customers? 
-anything else? 
 
THEME 2: Brand perspective.  
(Brand value = something that company wants customers to connect with a brand, 
something intangible. Customers see value as something that’s worth what was paid 
for.) 
 
4. How do you see the Copper Pig brand?  
-What kind of values, missions, and brand promises does TCP have? With what 
kind of adjectives would you describe them?   
-What makes the restaurant different from its competitors in Prince George?  
 
5. In your opinion, what are the most important values that TCP has?  
 
THEME 3: Internal brand communication  
6. In your opinion, how is the brand communicated in the work community? Is the 
brand marketed or communicated internally? 
(internal marketing = enabling and facilitating the promises about the service of-
fer)  
-Personal experiences/examples when the brand was communicated internally?  
They can be positive or negative experiences. 
 
7. Do you have ideas how to communicate and educate yourself and the staff 
about TCP brand more effectively? What kind of internal communication tools 
do you prefer? (For example training, regular staff meetings, one-on-one/group 
conversations, something else?) 
THEME 4: Communicating the brand to customers  
8. How do you communicate the brand/its values to your customers?  
- Do you feel like you have the tools and knowledge to understand what you are 
expected to do in any kind of customer interactions? 
 
 
- What kind of skills do you need to deliver great customer service?  
 
9. How would you handle an unhappy customer?  
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APPENDIX 4 The Copper Pig Bbq House Menu: Farm-To-Fork -feature 
 
The Copper Pig Bbq House 2015f: Farm-To-Fork -feature. 
 
 
APPENDIX 5 The Copper Pig Bbq House Interior  
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APPENDIX 6 The Copper Pig Bbq House fire in May 2014 
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